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Abstract: There have been significant changes evident across the retail sector over the last 20 years,
which have been primarily influenced by technological advancements. These changes have forced
many retailers to rethink their business models and utilise a combination of both brick and mortar
stores and online domains to present an integrated shopping experience. In order to gain an
understanding of how customer satisfaction is increased through omni-channel retailing, we collected
data through survey research, specifically through semi-structured interviews and questionnaires.
In order to generate concise and accurate findings, the data were analysed using thematic analysis.
From this analysis, three themes were generated. The first theme explores the reasoning behind
preferred shopping methods and what influences these customers’ purchase methods. The second
theme explores customers’ personal preference and investigates the potential of using virtual reality as
a method for increasing customer satisfaction. Finally, the third theme looks into utilising interactive
technology to create a diversified user experience. This theme explores the potential of utilising a
communication platform for customers and also designing a tangible interface for disabled customers.
This study has opened up an opportunity for future research and has outlined potential design
insights in how to improve customer experience and customer purchase intentions.
Keywords: customer satisfaction; e-satisfaction; omni-channel retailing; value-sensitive design;
thematic analysis (TA)
1. Introduction and Executive Summary
Significant changes have been evident across the retail sector over the last 20 years, primarily
influenced through technological advancements that have transformed the experience of shopping
both from a business perspective and from the customer point of engagement (Jain and Werth 2019).
One of the main technological influences that has arisen as a result of this trend is ‘Omni-channel
Marketing’, which is a unique way of shopping utilising a combination of both brick and mortar
stores and online domains to present an integrated shopping experience that is totally reliant upon
technology and that has contributed to rapid growth across the sector (Goyal 2017; Grewal et al. 2018).
This technology has provided retailers with an extremely effective mechanism to increase and
broaden their target markets through online segmentation, building customer relationships, offering a
greater scale of product lines and delivering personalised customer offers. Customer responses have
increased immensely following these innovations (Qazi et al. 2017), which can be seen in online sales
growth for retailing organisations throughout the past decade (Office for National Statistics 2019b;
Next Retail Ltd 2018).
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These changes have forced many retailers to rethink their business models and utilise a combination
of both bricks and mortar stores and online domains to present an integrated omni-channel marketing
model. The omni-channel is defined as the viewing experience through the eyes of the consumer,
which is displayed in different ways across many channels (Melsted 2015). This term is becoming
increasingly used within the business domain and by researchers in order to establish a foundation for
understanding omni-channel marketing.
However, there is limited research around customers’ perceptions of omni-channel marketing,
thereby generating a need for further investigation as to whether this new approach being adopted by
retailers can lead to increases in the satisfaction of their customers.
One of the largest UK retailers that has invested in changing their business model is Next
PLC, which has 550 stores throughout the UK and employs over 40,000 staff (Ruddick, as cited in
Ruddick 2014; Next Retail Ltd 2018). The staff numbers include not only store-based employees but
also those who work solely in the online area of the business. Recent changes in sales results has
provoked interest in this study due to the fact that Next PLC’s online sales have now overtaken the
sales from their traditional brick and mortar stores (Next Retail Ltd 2018). The retailing niche for Next
PLC has seen a shift in culture that puts the emphasis more onto the domain of the Next PLC’s online
sales directory, which has overtaken the footfall in its stores—a trend that has also been seen for a
substantive section of the whole retailing sector.
While satisfaction within stores can be evidenced through online reviews or Next PLC’s very own
Next Loves to Listen survey, online satisfaction, more recently known as ‘e-satisfaction’, is a domain
that has been unexplored within the organisation. This has generated interest in understanding how
customer satisfaction is ascertained through the use of omni-channel marketing within Next PLC.
Understanding this will add to the knowledge base in this area.
This project analyses data of how the online presence of retailers (i.e., e-retailing) impacts on
customer satisfaction levels and provides guidance that outlines a technology focussed self-service
system, thereby bringing customer satisfaction information to the attention of the sector in order to
inform future developments.
Research Question and Objectives
Technological advancements growing rapidly in the retailing sector have enabled customers
to gain access to a plethora of interaction methods with product and service providers. Therefore,
the authors have outlined a research question that aims to address the factors that determine how
customer satisfaction is met and increased through omni-channel marketing within the retailing
industry, which is: ‘What factors determine the way in which customer satisfaction is increased through
Omni-channel Marketing in the retail sector?’
In the research, the authors intend to also emphasise a key focus on customer satisfaction levels
and how omni-channel marketing may lead to an increase of these satisfaction levels. The rise of
e-commerce means that today’s consumers can now have a choice of locations for purchasing the same
product. This research intends to find out what drives their satisfaction. Are influencing factors and
values the same online as they are offline for consumers? The current literature around omni-channel
marketing and e-commerce does not offer a clear answer to this question; therefore, outlined below are
a set of research objectives which the authors intend to achieve through this study to fill this gap:
1. To review and critique the literature of omni-channel marketing and customer satisfaction in
order to identify both theoretical and practical knowledge of this topic;
2. To explore how customers, perceive the use of omni-channel retailing in Next PLC and how it
meets their needs in terms of customer satisfaction across a range of experiences;
3. To identify the significant influencing factors that affect customer behaviour and opinions;
4. Provide recommendations to Next PLC and future research on the topic of omni-channel customer
satisfaction in terms of understanding and approach.
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2. Literature Review
Prior literature on the examination of customer satisfaction through omni-channel retailing is
sparse, despite the fact that the use of online channels has grown rapidly over the past decade
(Office for National Statistics 2019b). Therefore, this review will explore current literature around
this topic and provide an insight and critical discussion into how customer satisfaction is increased
through omni-channel marketing. Furthermore, this literature review will explore the impacts in
which customer lifestyle is having on retail and how consumer behaviour has formed a shift in how
the majority of retailers operate.
The UK retailing sector has shown a significantly high inclination towards the use of omni-channel
marketing (Chen and Lamberti 2016), with current retailers such as ASOS, Amazon and eBay relying
heavily on the use of online communication in order to influence purchases as this is their only marketing
platform. While many retailers function solely online, retailing giants such as Next, River Island and
Arcadia offer a ‘bricks n clicks’ approach to retailing (Herhausen et al. 2015; Hardy 2017).
2.1. The Influence of Customer Lifestyle on Retail
The term ‘lifestyle’ was introduced by Alfred Adler who defined it as a person’s basic character
and a way or style of living (Adler 1929). More recently, the term ‘lifestyle’ has also commonly been
referred to as the ‘patterns’ in which people live or used to describe the way in which people live their
lives in terms of their home, possessions, interests and where they socialise and work (Sathish and
Mohan 2012). Thus, lifestyle is concerned with how people distribute time among activities (Sathish
and Mohan 2012).
Whereas in recent years, the term has been significantly altered due to technological advancements
gaining a vast amount of attention upon the younger demographic, more commonly known as the
‘Millennials’ (Bialik and Fry 2019). Consequently, technology has caused a shift and changed the
way in which people are living, therefore consumers have come to realise the benefits of shopping
online (Schmid and Axhausen 2019; Zhai et al. 2019), such as: saving time and energy; convenience;
competitive pricing between bricks and mortar stores and online directories; broader selection of
stores and items to purchase; greater access to information; access to various different stores without
leaving home.
Due to work commitments, childcare or any other time-consuming activities, the use of ‘Collect in
Store’ or ‘Home Delivery’ is becoming increasingly popular as this is enabling those who have time
constraints to minimise time through quickly collecting an order (Jara et al. 2018). More specifically,
it has been heavily researched and hypothesised that there is a higher percentage of female online
shoppers than males; thus, this is significantly due to the fact that some of them work around
commitments such as childcare and can shop from the comfort of their own home (Office for National
Statistics 2019a; Schmid and Axhausen 2019). This can be seen in the chart below which illustrates the
range of the difference in active internet users in the UK (see Table 1). However, the gap between men
and women internet users is slowly closing, and what influences this trend is an interesting area that
needs to be investigated.
Many studies have found that technological advancements are causing a significant impact on
how customer lifestyles are beginning to influence retailing strategies (Pantano et al. 2018; Zhang
and Zhao 2019). This poses a massive challenge for many retailers, especially regarding how to
deliver a consistent service while simplifying the customers life as much as possible. To do this,
many organisations have utilised online and mobile shopping platforms to create various interactions
between the customer and the purchase of goods.
One of the most well-known strategies is omni-channel marketing, which has triggered an
immense modification in the customer experience domain and has come about due to the influence of
customer lifestyle and behaviour. Today, the majority of companies are abandoning the multichannel
model of retailing and branching into a much more dynamic model known as omni-channel marketing,
thus enabling the company to gain competitive advantage in a market by integrating, optimizing and
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increasing the reach of channels to its customer—delivering a unique and tailored experience to the
customer (Lorenzo-Romero et al. 2020).
Table 1. Male and female internet users in the United Kingdom, Office for National Statistics (2019a).
Active Internet Users in the UK (Millions)
Male Female
Last 3
Months
More than
3 Months Never
Last 3
Months
More than
3 Months Never
2011 20.039 0.635 3.645 19.645 0.789 5.094
2012 20.564 0.648 3.348 20.2 0.744 4.773
2013 21.242 0.609 2.89 21.001 0.666 4.209
2014 21.814 0.546 2.629 21.643 0.596 3.81
2015 22.229 0.524 2.462 22.442 0.598 3.433
2016 22.812 0.435 2.218 23.105 0.503 3.097
2017 23.2 0.436 2.013 23.542 0.492 2.815
2018 23.606 0.401 1.845 23.954 0.451 2.614
2019 23.875 0.39 1.639 24.225 0.417 2.354
2.2. The Term ‘Omni-Channel’ Defined
The term ‘omni-channel’ is one of the most significant terms in marketing and retailing.
Omni-channel is a cross channel strategy in which organisations adopt to improve their user experience
(Cook 2014; Xu and Jackson 2019), and implies integration and orchestration of various shopping
channels. Therefore, omni-channel can be defined as viewing the experience through the eyes of a
consumer, which is orchestrated across many channels so that it is smooth, integrated and consistent
(Melsted 2015). In terms of marketing, omni-channel refers to a major shift in the approach to
marketing—thus, it is now important that marketers provide a seamless experience for its consumer,
regardless of channel, device and location (Xu and Jackson 2019). Omni-channel marketing allows
consumers to engage with a company through not only a ‘bricks and clicks’ approach, but through
many experiences such as visiting a physical store, an online website, a catalogue, through mobile
applications and social media (Hübner et al. 2016).
This omni-channel strategy brings opportunity and enjoyment to the customer experience,
and enables customers to undertake the buying process through their own method and approach,
which is most convenient for them (Lee et al. 2018a). Omni-channel enables the retailer to make an
experience smoother, which will keep customers coming back and raise their profits (Brynjolfsson et al.
2013; Xu and Jackson 2019). Therefore, retailers are now adopting what is known as the omni-channel
retailing strategy, which is one of the main topic areas for this research.
Omni-channel retailing is an e-commerce selling strategy which utilises the use of offline, online
and also digital platforms such as social media, to gain competitive advantage within an industry and
gain full control of a target market (Stojković et al. 2016). It allows retailers to remain competitive,
due to the ever growing demand for an integrated and seamless purchasing experience for their
customers (Melsted 2015).
In order to fully understand the retail and marketing sector it is necessary to recognise the
terminology used to define it. Omni-channel marketing has evolved from the literature around
e-commerce and embraces many digital channels and media opportunities both online and offline
together with social media in order to gain competitive advantage and increase the target market
(Stojković et al. 2016; Lee et al. 2018b). However, there are critics who claim the concept of omni-channel
marketing is more concerned with the practice between the interaction of the customer and a
combination of both online and offline channels, furthermore, this may be through the use of loyalty
cards, personalised offers and even discounts, which could be seen as a form of both customer service
and satisfaction (Magatef and Tomalieh 2015; Lancaster and Massingham 2018).
When it comes to customer satisfaction within omni-channel marketing, it is highlighted that it is
imperative that organisations are able to expand their distribution channels in order to potentially further
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acknowledge, interact and engage in a suitable marketing mix which would allow for the identification
of target markets—inevitably fulfilling customer satisfaction (Baker and Hart 2008; Herhausen et al. 2015;
Jobber and Ellis-Chadwick 2016; Kotler and Armstrong 2016). Considering that the use of the internet
has risen significantly over the past 5 years, and it was reported that at least 80% of the UK’s population
have used the internet in the past 3 months (Office for National Statistics 2019a), this significantly
highlights how omni-channel retailing may in fact enable the 80% of reported users to potentially
browse a retailers online directory.
There has been a significant growing trend in Europe, in the percentage of internet users by
country, and it has been highlighted and recorded that the UK is the third highest internet user in
Europe (Office for National Statistics 2019a). Through observing these statistics, it is apparent that
online usage is at a significant high, evidencing why Next’s online sales increased by +14.8% and
retail sales declined by −7.3% (Next Retail Ltd 2018). Thus, through analysing various organisations
online sales reports such as Next, H&M and M&S, it is evident that online retailing is one of the ways
forward in terms of retailing strategy and gaining competitive advantage as sales are rapidly increasing.
Therefore, the need for investigation of customer satisfaction levels in the online domain, is significant
and needs to be explored.
According to previous studies, omni-channel retailing encompasses two types: 1. organisational-level
studies; and 2. individual-level studies. While there is a significant amount of research into organisational
level studies such as processes and practices, there is limited research into individual studies. Some of
the areas explored include customer demand, purchase experience and customer convenience—all of
which could fall under the topic of customer satisfaction, which in terms of e-retailing is an extremely
sparse research area. Consequently, leading back to the research question of this project: what factors
determine the way in which customer satisfaction is increased through omni-channel marketing
in retail?
To conclude this section, research on omni channel retailing remains extremely sparse, and the
majority of research is at the organisational level and does not take into account individual level factors
such as customer experience and satisfaction. Taking this into consideration, it is evident that online
channels are seeing a greatly increased amount of usage compared to that of 2018 (Office for National
Statistics 2019a). Therefore, exploring the levels of customer satisfaction through online channels is
a crucial research area that needs to be explored and could potentially broaden the research around
omni-channel retailing.
2.3. The Importance of Customer Satisfaction
Customer satisfaction is the strategic weapon for any type of organisation (McNealy 1998).
Customer satisfaction is important because product and service companies must preserve their
customer resources with passion and vitality similar to us as a nation preserving our natural resources;
as an organisation, our customers are our natural resource (McNealy 1998). The future for any
organisation is bleak if its natural resource departs without any effort to retain them, for example the
case of Nokia (McNealy 1998; Aspara et al. 2013).
This leads on to the topic of customer satisfaction, which Smith et al. (1999) state measures
how well the expectations of a customer in regards to a product or service provided has been met.
While there are a plethora of approaches to enhancing customer satisfaction i.e., through McCarthy’s
4-P’s or the Marketing Mix (Baker and Hart 2008), there is limited literature around the topic of
measuring how customer satisfaction is met through the use of various online channels such as ASOS,
Amazon, the Next Directory or social media platforms such as Twitter, Facebook and Instagram.
Kurata and Nam (2010) state that customer satisfaction can be maximised through the use of
communication and valuing your customers and also giving prompt service and responding to
feedback. However, this is in regards to a retail setting, therefore Brynjolfsson et al. (2013) have
outlined the importance of using analytics and big data to better understand customer needs and
wants, or in other words market push and market pull. There is no empirical research into how
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the customers themselves perceive the use of Omni-channel marketing within the retailing industry
and how it brings about customer satisfaction, which is also argued by many such a Szymanski and
Hise (2000) and Nisar and Prabhakar (2017) who argue the concept of ‘e-satisfaction’ appears crucial in
the rise of e-commerce, but ‘no studies have examined the factors that make consumers satisfied with
their e-retailing experiences’—(Szymanski and Hise 2000, p. 310). Thus, we conclude that research
around the topic of e-satisfaction is extremely sparse and unexplored.
While understanding customer satisfaction is significantly important as it strengthens the
connection between an organisation and its customer base, which subsequently leads on to positive
and impactful outcomes (Hill et al. 2003), there is no indication of whether you are delivering good
customer service through all available channels. For example, Next which offers a Next Loves to Listen
business card to its customers and also prints this on the bottom of every receipt given to customers.
This offers Next the ability to measure in store customer satisfaction levels through a company-wide
forum which links customers comments to their own experience. However, measuring this on their
online directory is yet to be accomplished.
While there are a plethora of different methods of understanding customer reviews online, a lot
of these comments, ratings and reviews do not relate to the customers’ own experience of how they
perceive the use of e-retailing—what satisfies them when shopping online, and why do they prefer
using this channel? While this may be useful for retailers and online companies who do not possess
bricks and mortar stores such as Amazon or ASOS, retailers such as Next themselves have their own
online customer rating section, but understanding the overall experience of the customer’s journey and
how their satisfaction was increased through online shopping is extremely difficult to measure. Yes,
there are options for rating items on scales of one to five on the website, but this cannot measure the
data required in order to understand why customers prefer this channel and why they are abandoning
original bricks and mortar stores for online retailers (Nisar and Prabhakar 2017).
Customer satisfaction is an intangible thing, and it is perishable, personal and sometimes private
(Brynjolfsson et al. 2013). Therefore, measuring it on all levels is crucial to the success of an organisation,
and how customers perceive the use of new integrated omni-channel retailers is crucial to the success
of online retailing. Thus, measuring online customer satisfaction is a fundamental topic area that
needs to be explored in which some research has already began, and can be found under the topic of
‘e-satisfaction’.
2.4. E-Satisfaction
E-satisfaction is one of the most crucial components in determining the success of online retailing
and has become one of the most frequently researched topics in marketing (Nisar and Prabhakar 2017).
It provides a positive perception of the use of online products and services and this perception is vital
to the long-term success of retailers such as Next, who are shifting their focus to the Omni-channel
retailing strategy (Sections 2.3 and 2.4).
Unlike customer satisfaction, ‘e-satisfaction’ is yet to be clearly defined, however, a few definitions
state that e-satisfaction reflects consumers perceptions of the use of online services and many researchers
have given their perspective on E-satisfaction, for example Park and Kim (2003) who found that
e-satisfaction can be influenced by factors such as user interface, website capabilities and the option to
customise or tailor a shopping experience, specifically to an occasion or need (Park and Kim 2003).
A more recent perspective states that it is a combination of user interface and convenience, and if
convenience is continuously increased, consumers are more likely to be satisfied and reuse these
capabilities (Hsu et al. 2010; Thuy 2011; Nisar and Prabhakar 2017).
From this, it is apparent that factors such as the user interface, capabilities, convenience and
tailoring provided by online retailers are highly noted and recommended factors to be used when
measuring e-satisfaction of online consumers, which is a crucial factor when it comes back to the
research question.
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Recent research in this area expresses that price and promotion are no longer one of the main
appeals when it comes to customer purchase decisions (Shirai 2015). There is a higher number of
sophisticated customers who would prefer to pay a higher price to online retailers who along with
their product, deliver a high quality of e-service (Zhang et al. 2014). Levels of customer satisfaction
hold a significant amount of impact on loyalty, purchase intention and decision, customer retention
and also have an impact on the company’s performance financially (Williams and Naumann 2011;
Zhang et al. 2014). Therefore, in order to build customer trust, loyalty and intention, it is imperative
that e-retailers shift a higher focus onto e-satisfaction.
Researchers Azam, Qiang and Abdullah found that satisfaction is a statistically significant factor
which is able to influence customer purchase intention (Azam et al. 2012). Thus, online reviews are
reviewed prior to a customer purchase. Azam et al. (2012) developed measures and tested them
against an online sample of 1007 respondents, concluding that all of their drivers of e-satisfaction
had positive impacts on e-satisfaction. Azam et al. (2012) findings can confirm that satisfaction is a
statistically significant factor influencing the consumer intention to purchase online. Results similar to
this were also obtained in an earlier study by Shirai (2015), who found that online shoppers were very
satisfied with convenience, product quality, value and variety.
However, while this literature is significant when it comes to understanding e-satisfaction,
what this study aims to provide is an understanding of how satisfaction is increased through the use of
omni-channel retailing, all activities of which are related to the introduction of both new channels and
product to aid in satisfying customer demand aiming to both grasp the new market segments and
build consumer loyalty (Śmigielska and Oczkowska 2017).
3. Research Methods
As outlined above, omni-channel marketing within the retailing sector has recently become a
well-established field of research. However, the literature and evidence on how customers perceive it is
sparse. Therefore, in order to identify what factors determine the way in which customer satisfaction is
increased through online retailing, the authors intend to explore and critique various research methods
in order to grasp a diverse amount of information on this topic in order to achieve the best result for
the research area.
In this study, survey research is the specific methodology that is going to be adopted.
Survey research is a methodology which is used to gather opinions, beliefs and feelings of a selected
group of individuals (Saunders et al. 2019). Encompassed within this methodology, the authors intend
to adopt two research methods: 1. Questionnaires; and 2. Semi-structured interviews. The purpose of
this is to gain a well-informed insight into how customer satisfaction is increased through omni-channel
marketing, which will fully answer the research question at hand.
Therefore, within this research methods section, the authors present a discussion of research
strategies to demonstrate awareness of the different types of methods used, followed by justification
for selection and a section discussing the limitations of the chosen strategy.
3.1. Qualitative Methods
Qualitative research analyses use data from direct fieldwork such as observations, interviews
or written documents. This type of research is concerned with analysing concrete instances in their
originality or which originate from peoples expressions, activities and lifestyles in their local context
(Flick 2019). Thus, qualitative research is in a position to design approaches for the social and
psychological sciences and deliver concrete findings upon successful completion, and emphasises words
rather than quantification in the collection and analysis of the data collected (Bryman 2016; Flick 2019).
The researchers main purpose of using qualitative methods should be derived from the direction
of the research question (Flick 2019). When it comes to this specific research study, it is focusing
on perspectives and opinions on the use of a new digital channel, and when researching the topic
of customer satisfaction specifically there needs to be rich findings and in-depth insights into the
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phenomenon (Ahn et al. 2019). Previous research into customer satisfaction has demonstrated that the
use of interviews and observations have been crucial to gaining feedback and opinions from the target
audience (Bryman 2016; Saunders et al. 2019; Christina et al. 2019).
Within these research studies, the specific adopted methods of collection for qualitative data have
been: 1. interviews; 2. focus groups; 3. observations; and 4. action research. The most common
method being interviews, but semi-structured, as seen in the recent studies on customer satisfaction
(Ahn et al. 2019; Christina et al. 2019).
Additionally, recent research into the topic of customer satisfaction has evidenced that
semi-structured interviews have been a positive tool which allows for openness and depth when it
comes to securing the necessary information and data from the participants, and unlike quantitative
methods, allows researchers to take communication into the field (Saunders et al. 2019). This allows
researchers’ actions, feelings, impressions, observations and reflections to become one with the data in
which they are collecting. This becomes an essential part of the data as it allows the researchers to
present their own interpretation and observation of something real (Flick 2019).
However, there are some limitations to this research method. The biggest limitation is that any
findings cannot be extended to wider populations of research with the same level of firmness that
quantitative data can achieve (Ahn et al. 2019). This is due to the fact that the findings from the research
are not tested to investigate whether they are statistically significant (Saunders et al. 2019).
This is why a lot of researchers lean towards the use of quantitative data, which is outlined below.
3.2. Quantitative Methods
Quantitative research is the most ‘essential’ approach to social research (Cooper and Schindler 2014).
It enables us to experiment and support a plethora of different ideas around social reality (Creswell
and Poth 2013). Quantitative research has a significant focus on numbers and statistics, and focuses
on the measurements and amounts of the characteristics displayed by people or events within the
research area (Thomas 2003; Cooper and Schindler 2014; Saunders et al. 2019).
The strengths of quantitative research are that it can allow us to generalise findings, explain
phenomena and also enables the ability of predicting outcomes of future scenarios (Black 1999;
Thomas 2003). This type of method is best adopted when you have a research question that requires
the authors to describe variances in a population, for example, or measures degrees, differences or
tests a hypothesis for why something has occurred (Cooper and Schindler 2014). This is due to the
deep understanding and even distribution of findings across the population (Thomas 2003).
However, unlike qualitative research, quantitative uses numbers to seek out a general description
or to test a casual hypothesis, and also to seek out explanations or predictions to generalise other
persons or places (Thomas 2003; Creswell and Poth 2013).
3.3. Mixed Methods
Thirdly, there is a mixed methods approach. The debate over the relationship between both
qualitative and quantitative methods has significantly shifted towards questioning research practice,
for example the appropriateness of each approach or method. Thus, Rossman and Wilson (1985) states
that both qualitative and quantitative methods are complementary to each other rather than competitors.
This has been further justified by Greene et al. (1989) who state there are three benefits which are
derived from combining both qualitative and quantitative methods: triangulation; complementarity;
and development.
Furthermore, Davis et al. (2010) highlight that it is beneficial to use two approaches when
conducting research as this allows research to ‘produce results that are more robust and compelling
than single method studies’ (Davis et al. 2010, p. 6). It has been stated that the benefit of using
qualitative methods is that data are more in-depth and will allow for the insight into how customers
perceive digital media with more impact (Creswell and Poth 2013; Denzin 2016). Additionally, when it
comes to semi-structured interviews, this will allow for ‘openness’, encouraging participants to open
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up on areas that were not initially planned (Twining et al. 2017). Therefore, combining these two will
allow for a complementary mix which strengthens both sides of the data.
The majority of researchers focusing on the growth of omni-channel marketing and e-satisfaction
have adopted a mixture of methods in order to broaden the data they collect. The most common methods
have been surveys, questionnaires, semi-structured interviews and focus groups. Many benefits of this
approach have been evidenced through the findings and discussions of many researchers.
3.4. Adopted Method
Due to the limitations outlined in both qualitative and quantitative research methods, combining
them both into a mixed methods approach would eliminate the cause for limitation as all areas
will be covered. Furthermore, this has also been evidenced through current research on customer
service. Therefore, the two chosen methods for this research study are 1. questionnaires, and 2.
semi-structured interviews.
Taking previous research on this topic into consideration through using a combination of both
qualitative and quantitative data, the authors are able to utilise true and in-depth comments and
identify key themes through thematic analysis, as this will be specific to Next, whereas if a single
quantitative method was used, it may be applicable to all organisations in retail—which is a possible
further development of this study.
3.4.1. Questionnaire
Questionnaires are a useful tool when it comes to collecting data. They are a very convenient
approach to collecting useful comparable data from a large population. Many research studies on
customer satisfaction have utilised questionnaires and seen significant results in the findings from the
data (Creswell and Poth 2013).
Furthermore, the benefit of using questionnaire research is the validity and reliability of the data
collected; however, this also highlights one of the main limitations of this study in that it may generate
dishonest responses. While it is easy to achieve a high response rate compared to other methods,
the limitation of this is that the target audience may in some way be biased and deliver dishonest
responses. In order to overcome this limitation if it were to arise, the authors kept the questionnaire
limited and not too lengthy, and used more generic questions that the respondent would not need to
answer dishonestly.
The overall purpose of using questionnaire research within this study was that it allowed for the
development of attention to areas such as behaviours, motivations, background characteristics and also
demographical data, all of which are beneficial as they allow the research question of ‘What factors
determine the way in which customer satisfaction is increased through omni-channel marketing in
retail?’ to be answered fully, alongside a high level of statistical data to represent a larger portion of
the population.
Additionally, questionnaires are a tool that can be mixed with other tools to create complementary
results (Creswell and Poth 2013). Therefore, within this study, the authors are going to combine the
questionnaire with a semi-structured interview.
3.4.2. Semi-Structured Interviews
Semi-structured interviews are a technique used to collect qualitative data by setting up a scenario
that gives interviewees time to talk about their own feelings and opinions of a specific subject.
The main purpose of the interview is decided by the authors and the objective is to understand the
interviews perspective rather that giving generalisations on their behaviour (Creswell and Poth 2013).
Semi-structured interviews use open-ended questions which are sometimes suggested by the authors,
however, some may arise naturally during the interview. Thus, evidently, semi-structured interviews
appear to be one of the most advantageous methods to utilise when it comes to gaining insight into a
specific domain as it can present high validity through specific and in-depth talks in which interviewees
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can talk about something simple, and then leads onto something in more detail and in depth
(Horton et al. 2004).
However, one of the major limitations of using semi-structured interviews is that their flexibility
may cause the reliability and validity to be lessened (Castleberry and Nolen 2018). In order to overcome
this, the authors will utilise an interview schedule, in which will be collated with key words that
can be brought up during each question in order to expand and gather more data. This will also
allow for observations and notes to be taken, and prevent the direction of the interview straying
from the research purpose. By doing this, the meanings behind an action, for example selecting a
certain answer in the questionnaire, may be revealed as the interviewee is able to speak for themselves,
therefore strengthening the combination of both the questionnaire and semi-structured data and allow
for significant findings.
The overall purpose of using semi-structured interviews within this study is that they allowed
the authors to take observations and expand upon the questions developed. This allowed for further
in-depth and meaningful data to be collected that may have been missed or undiscovered if the data
was collected solely by questionnaire.
3.5. Data Analysis
The data collected consisted of 40 questionnaire responses and 105 min of audio data and
observational notes. Firstly, the data collected from the questionnaires was analysed through the use of
graphs an tables to illustrate the statistics and data from each question, in an attempt to evaluate how
customer satisfaction is increased through omni-channel retailing. Secondly, from the semi-structured
interviews, the authors generated codes and themes from the audio data relating to the interviewees
understanding and opinion of shopping through their preferred method and how their satisfaction was
increased or met through it. When it came to analysing the data from the semi-structured interviews,
there are a plethora of techniques that could be used (Shichao et al. 2018). However, one of the most
common forms of analysis within research is thematic analysis (TA), and this emphasises examining,
pin pointing and recording various patterns of meaning, or themes, within the data (Braun and
Clarke 2006; Shichao et al. 2018). All themes were supported by data excerpts and initial codes were
generated and refined through Braun and Clarke’s (2006) five-phase technique in order to produce
coherent themes that were further refined to allow for the establishment of useful findings. All of the
data from the interviews was transcribed, with participants given anonymity and names replaced by
a pseudonym.
3.6. Recruitment
For the data collection, the questionnaires and semi-structured interviews were undertaken and
conducted at the Stockton Teesside Park Next store. When deploying the questionnaire, there were a
total of 40 respondents (25 female and 15 male) ranging in age from 18 to 66 years old. Upon completion
of the questionnaire, respondents were requested by the authors to take part in a semi-structured
interview. Seven out of the 40 respondents wanted to take part in the semi-structured interview
(5 female and 2 male). All of the respondents and interviewees in the data collection phase were
customers who had come in to collect an order they had placed online.
4. Findings
This chapter will present robust justification for the identity and purpose of each question used in
the data collection phase, how they derived from the literature review, and will present the findings
from the research conducted by the authors. Key trends and themes will be derived from the findings,
which will then be analysed and discussed to generate an appropriate reference to how they support
the intended purpose of the research question and literature review.
The sections below will present the data collected from the questionnaire and semi-structured
interviews. The data collected from the questionnaire has been broken down into tables and graphs to
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clearly illustrate the data. For the semi-structured interviews, the audio data collected were analysed
through thematic analysis, and therefore have been presented through themes and codes. Codes were
generated and refined through iterative analysis to produce consistent themes that were further refined
to establish useful and significant findings. These codes were then used to recode the data, which was
subsequently clustered to create a thematic structure for the data. All of the data was transcribed, and
interviewees were given a pseudonym for anonymity (i.e., R1, R2 etc.).
4.1. Questionnaire
Questionnaire responses suggest that more than half of respondents preferred shopping online
(62.5%) than traditional shopping (47.5%). There were a total of 40 respondents, in which have been
broken down by gender and age range (see Table 2). All of the questions and responses from the
questionnaire are shown in Table 3, Figures 1 and 2—as well as the respective data collected from using
them. For the third question, this was a written comment section and cannot be illustrated through
graphs, and therefore, the information and data have been placed in a table and the key words and
themes have been highlighted (see Table 4).
Table 2. Questionnaire respondents demographics.
Gender
Age Range
18–25 26–45 46–65 66 and over
Male 3 8 4 0
Female 18 5 2 0
Table 3. Key words from Question 3.
Respondent Key Words Rating PreferredChannel Gender
P1 Convenience, time, cost, options, accessibility and range Satisfied Online Female
P2 Cost, sizing, privacy, convenience, can’t try on, cannotinteract with item Neutral Online Male
P3 Try on, service, instant purchase, security Verysatisfied Retail Male
P4 Engage with staff, try before buy Satisfied Retail Male
P5 Scams, security, uncertainty Unsatisfied Online Female
P6 Options, sizing, discounts, browsingtime, convenience, accessibility
Very
satisfied Online Female
P7 Bad staff, limited sizes, store trade time, location,
parking, usability, store access, try on
Very
unsatisfied Retail Female
P8 Convenience, availability of product and delivery option Satisfied Online Male
P9 Limited sizes but available to order, try on, location Neutral Retail Female
P10 Options, different fits, delivery options, time,accessibility
Very
satisfied Online Male
P11 Cheap, options, privacy and convenience Satisfied Online Female
P12 Convenience Satisfied Online Female
P13 Try on, help with sizing, quality Verysatisfied Retail Male
P14 Convenience—close to work Verysatisfied Retail Male
P15 Try on, real deal, browse with friends, experience, easyreturn process
Very
satisfied Retail Male
P16 Options and sizing Satisfied Online Female
P17 Not many physical stores near home Satisfied Online Female
P18 Try on different options at once Satisfied Retail Male
P19 Discounts, models showing stock, sizes, brands,convenience, mobile phone, anytime
Very
satisfied Online Female
P20 Access, personalisation, delivery options Satisfied Online Female
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Table 3. Cont.
Respondent Key Words Rating PreferredChannel Gender
P21 Delivery options, work 9-5, save time, at home Satisfied Online Female
P22 Experience with product Verysatisfied Retail Male
P23 Free store delivery. Verysatisfied Retail Male
P24 Staff, prices, try on, pay for bags Neutral Retail Male
P25 Convenience, parenting, working, fuel saving Verysatisfied Online Female
P26 Doorstep delivery, disability, usability and access Verysatisfied Online Female
P27 Try on, experience, men’s stock looks different onlinethan instore
Very
satisfied Retail Male
P28 Convenience due to sizing Verysatisfied Retail Male
P29 Place in basket but then out of stock, delivery options Neutral Online Female
P30 Decision making process i.e., formal wear Verysatisfied Retail Male
P31 Quality bad, delivery good, prices Neutral Online Female
P32 Work time, save time, convenience Satisfied Online Female
P33 Childcare, convenience, parenting, time, cost Satisfied Online Female
P34 Time Satisfied Online Female
P35 Inconvenience with children, sizing, maternity wear Neutral Retail Female
P36 Sizing and bad customer service Neutral Retail Female
P37 Value, convenience, time, access Satisfied Online Female
P38 Convenience and time Satisfied Online Female
P39 Fit around work Satisfied Online Female
P40 Cost, options, convenience, delivery, time, access Satisfied Online Female
Table 4. Gender and age of interviewees.
Gender
Age Range
18–25 26–45 46–65 66 and over
Male 1 1 0 0
Female 3 1 1 0
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4.1.1. Question 1: Do You Ever Shop Online with Next?
Questionnaire responses suggest that more than half of respondents preferred shoppi g online
(62.5%). Inter stingly, 80% of male respondents show d a higher interest in shopping in retail stor s,
and the other 20% of mal respo ents preferred shopping online. W reas, 84% of femal respondents
showed a higher i terest in shopping online, only a m re 16% pref rred shopping in the store.
Taking a look at the above statis ics, the data present some very interesting findings tha are
supported by the literature. Ther is an influence of customer lifestyle on retail, as it was argued that
due to parenting and working, female shoppers found shopping online ore conv nie t and offered
them flexibility around commitments; data show that lifestyle does have an impact n retail, which is a
negative im act on bricks and mortar stores but a positive for onlin retailing, which is supported by
the ver growing domain of onl ne marketing. As the data from Question 3 show, key words such
as convenience, accessibility and time are influe ces which had been discussed by any researchers
and are clearly impacted by how we shop online. What is inter sting in these findings i that there
is a higher percentag of female online shoppers than male, which again relates back to the fact
that due to parenting, female shoppers preferred utilising online c annels for ease and of course,
being able to shop from home. However, there is very limited research around the reasoning of male’s
preference of shopping in store. Reflecting upon the literature review, the gap between women and
men online users was significantly close, however, the gap between women and men online shoppers
is significantly different from the data collected in this study. This is a potential further research area
that has been significantly explored in the second half of this study in the qualitative data research
section where semi-structured interviews were conducted and a potential reason for this pattern has
been investigated.
4.1.2. Question 2: On a Scale of 1–5 How Would You Rate Your Experience?
Questionnaire responses for the second question suggested that 75.5% of respondents were either
satisfied or very satisfied with their experience. Specifically, 86% of male respondents were satisfied
by their experience, and a further 14% felt neutral about their experience. Whereas, 72% of female
respondents were satisfied by their experience, 20% felt neutral and the remaining 8% felt unsatisfied
or very unsatisfied about their experience. In contrast to more males shopping in store than females,
as outlined in Question 1, it is an interesting finding that no males were unsatisfied with their experience
at all and the question here may be that due to male’s preferring to shop in store, they have a lower
expectation rate of pricing, products and the promotion of them—whereas female shoppers who have
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mainly shopped online due to commitments such as parenting, have been open to a vast domain of
omni channel opportunity and thus this enabled them to have higher expectations from retail stores
and the quality and pricing of product in front of them.
However, with no male respondents unsatisfied with their experience at all, this is also a potential
research area for future study and has also been explored through the semi-structured interviews in this
study. To investigate this question in more detail, it has been supported by Question 3: ‘Please explain
why you gave your experience that rating’, as it breaks down key words to each individual experience
and demographic.
4.1.3. Question 3: Please Explain Why You Gave Your Experience that Rating?
In this section of the questionnaire, respondents were given a contents box to describe and explain
why they gave their experience a specific rating. In order to present this data, thematic analysis would
be too in depth, therefore, key words have been extracted from the responses and grouped into a table
which is outlined in Table 3. The purpose of asking this question was to ensure which method the
customer used in their shopping experience and as not all respondents would want to engage in the
semi-structured interview, gaining an insight into which method they used and why they rated it the
level they did could provide this research with some insights that may have been missed if the whole
questionnaire was just a tick box exercise.
From the collected data, it was apparent that a lot of respondents highlighted ‘convenience’ as the
main reason for being satisfied with their shopping experience. However, what is very interesting in
this finding is that when referring back to the literature, which states that male internet users were
close to the same amount of female users, this evidently was not the case in regards to this study—as
80% of males preferred shopping in store and the main reason around this was for experience, fitting
rooms, getting opinions from staff and trying on options. Thus, maybe due to the fact websites such as
Missguided and Boohoo only deliver online and do not have retail stores, which has maybe shifted
females perspective on shopping and inclined their preference to shop online with the convenience of
your own home. Furthermore, from these findings it was interesting to note that key words such as
‘try before you buy’, ‘try on’ or ‘experience’ and ‘browsing with friends’ appeared to be an influence for
people to hold an inclination to shop in store, preferably with males who were very satisfied with their
experience—interestingly, this relates back to Question 2 where there were no unsatisfied males within
the responses collected. It is apparent that male shoppers prefer shopping in store and females prefer
shopping online for many reasons, and this question has highlighted a lot of findings that significantly
highlight this case.
4.2. Semi-Structured Interview
In the following section, the authors will explore in more depth the key reasoning and influences
of respondents’ intentions when shopping through their preferred channel.
Out of the 40 respondents of the questionnaire, 7 were willing to take part in the semi-structured
interview (5 female and 2 male). Each interview took around 10–15 min and in total resulted in 105 min
of audio data, and observational notes were also taken as assistance. All interviews were transcribed,
and all 7 transcripts were selected as the most relevant. Each interviewee has been given a pseudonym
for anonymity (i.e., R1, R2 etc.). Interviewees’ quotes will also be referenced to in the findings below,
and interviewees will be referred to through their pseudonyms.
In order to narrow down and pinpoint the specific findings from the data collected, a five-phase
thematic analysis was conducted in order to identify coherent themes within the data from the
semi-structured interviews (Braun and Clarke 2006), these can be found below.
4.2.1. Theme A: The Lifestyle Influence on Shopping
When analysing the data, it was found that a significant amount of interviewees noted a sense of
lifestyle influence on their preferred shopping method and when discussing why they preferred using
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the method of shopping online, associated words such as ‘convenience’, ‘tiredness’, ‘busy’, ‘save time’
or lack of product were brought up in their responses. Take R1 for example:
‘ . . . getting time to come in and browse or try things on around uni is quite difficult . . . . Shopping
online is more accessible for me as it is at my fingertips.’
Saving time or not having time was also expressed by another respondent, R3, who stated:
‘I work offshore on the rigs, I’m 7 days offshore and 2 days on shore. So being able to browse while I’m
away is really convenient for me as I don’t have a lot of spare time to shop.’
Evidently, a lot of interviews expressed that due to lifestyle or time restrictions such as work or
educational needs, shopping online is more convenient and accessible. However, some stated that
stores lacked satisfactory sizing ranges for smaller or larger people. In R2’s words:
‘I hate trailing around stores where I know I can’t get anything in my size. Shopping online gives me
the opportunity to browse a lot of options which come in petite and small sizing.’
Furthermore, R4 stated that as a parent, shopping in store is quite inconvenient due to being
a parent:
‘So, as you can tell I have 2 children . . . Coming into a shop like this is really inconvenient.’
A further inconvenience was also expressed by R5:
‘Due to my wife’s disability, shopping in store is really, really inconvenient for her due to blindness.
Hence why I am collecting her online purchases today. Often she cannot search for items, and I can’t
always be here, so she feels bad for bothering staff, and useless, and in honesty, she thinks she is a
nuisance.’
R4 further explains that shopping online creates higher levels of satisfaction, allows for ‘freedom’
and is more convenient:
‘Freedom! I can explore so many options at home while I’m in bed, or when they’re in bed . . . ..
It is so convenient for new mothers or full-time mothers to shop online. It saves time, travelling
inconveniences, like setting up the push chair while keeping the other one quiet. I can shop and not
leave my house. This is what is really satisfying with my experience.’
Additionally, R4 continues to express that shopping online has increased satisfaction
levels significantly:
‘Shopping online increased my satisfaction massively. Retail websites like Next have thousands of
options to browse from. And I don’t even need to come into store to shop from the sale which is a
massive bonus!’
These are interesting findings, as it would appear that many of the interviewees struggled to find
time to shop or found it ‘inconvenient’ to shop in store due to parenting, education, work schedules
and even disabilities. A few other interviewees stated that due to their body stature, purchasing goods
from stores is quite difficult, and therefore they resort to shopping online where the product is more
diverse and broken down into sections like petite or plus size.
One of the most significant findings was from an interviewee who states their partner preferred
shopping online due to their disability. Thus, perhaps suggesting that shopping online increasing
satisfaction levels due to avoiding inconveniences, having a hassle-free shopping experience and
having a diverse range of products to shop from and even having more usability and access for those
with disabilities.
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4.2.2. Theme B: The Impact of Disability on the Shopping Experience
It was mentioned by 2 interviewees that due to their disability, their shopping experience was
impacted significantly due to a plethora of reasons. Thus, this is why they highlighted their preferred
method as shopping online. A few of the key words pulled from their transcripts were ‘usability’,
‘blindness’ and ‘access’.
One interviewee, R5, highlighted that due to his wife being blind, it was extremely difficult and
near impossible for her to shop in store. Therefore, she preferred shopping with her husband at home
on the website as he could narrow the search down by her favourite colours and style, in R5’s words:
‘My wife prefers for me to do her shopping for her, online. I can read what I see to her, express my
opinions and let her know the colours, looks and fabrics. All of which she cannot do when shopping
by herself.’
This emphasises how little current retailers have focused on delivering online and offline services
for people who suffer from blindness for example.
Furthermore, R6 states that shopping in store is difficult due to store layouts and heights
of merchandise:
‘To be honest, I never shop in store. Today is an off chance as I am collecting a parcel (laughs) . . .
The reason I don’t shop in store is due to my disability. It is difficult for me to reach some merchandise
as they’re placed too high, and trying clothes on is extremely inconvenient for me.’
R6 goes onto discuss that due to being in a wheelchair, navigating around departments and trying
to browse is difficult:
‘I find it really difficult to move around departments. Sometimes the fixtures are too narrow for me to
get through, and when at the checkout I can’t even reach the card machine. It’s quite embarrassing
that I need a lot of help just to purchase a pair of shoes or pants.’
This was also expressed by R5 who stated:
‘My wife finds it hard to navigate around stores alone. They are a lot of fixtures, which makes
weaving in and out tiring and she can’t browse properly. Often she doesn’t even know is she is in the
right department.’
Both interviewees provided this research with some crucial findings that could potentially
strengthen the use of online shopping and how satisfaction levels could be increased from it. Due to
these reasons of not wanting to shop in store, they prefer to shop online. However, shopping online
is fine if you do not have sight restrictions, however in R6’s case, that is impossible. Therefore,
incorporating more functions and usability for disabled users is a potentially strong direction in which
retailers need to investigate in order to allow for online satisfaction levels to be increased.
4.2.3. Theme C: Incorporating Individual Preferences to Increase Customer Satisfaction Levels
Furthermore, from the third question of the semi-structured interview ‘Which functions or features
of this channel did you not prefer?’, many interviews expressed what they did not like, and many
stated if the retailer’s website could incorporate some of these functions, they would have higher
satisfaction levels as this would permanently be their channel of use.
Firstly, R3 stated that:
‘More personalisation and online support. As I cannot try things on while off shore, it’s really hard to
decide what to purchase because once I get home and don’t like it, I have wasted my time considerably.’
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Additionally, R3 also discussed how not being able to approach members of staff while shopping
online is a potential limitation to increasing customer satisfaction levels, therefore support such as
online chat or even 3D modelling with personal characteristics could allow for satisfaction levels
to be increased as the customer would not need to come into store. This was mentioned by many
participants, for example R2; R3 and R4:
‘Not being able to try items on. Yes the website gives information on measurements and sizing,
but how accurate can these be?’ (R2)
‘Also, I can’t approach a member of staff online like I can in store. For example making an outfit and
trying it on.’ (R3)
‘Being able to see how clothes look for disabled people, like if they’re in a wheel chair would be amazing.
Not all clothing, just some. Yes, they’re displaying them for the majority of people, but I do feel like
clothes look different per person.’ (R6)
Thus, 3D modelling or virtual reality (VR) shopping could be a potential area that would improve
customer satisfaction. In R1’s words:
‘My needs could be satisfied more if I could tailor my outfits to my specific body shape and measurements
such as height and weight, like my own personal data. I could dress myself virtually, and get an
overview of what potential outfits could look like. That would be amazing.’
This was also supported by R3 who stated:
‘More personalisation and online support or communication with other customers on their purchases,
to understand the quality and what the real product is like.’
Furthermore, it was also suggested by interviewees that Next’s website provided customers with
a communication platform. Therefore, they could discuss clothing and purchases with other customers.
In R7’s words:
‘Coming from China, we had a lot of retailers who enabled communication based interactions online.
This let us communicate with existing buyers on items we wanted to buy but were hindered due to
worries of quality or usability.’
R7 went onto state how a communication forum would increase satisfaction massively:
‘I would prefer if I could communicate, then I would be more satisfied with what I am getting as I can
kind of assess what I am getting before I get it, you know what I mean?’
This is an extremely interesting finding which could massively increase the satisfaction levels
of customers. Referring back to the literature in Section 2.4 The importance of customer satisfaction,
it was illustrated that many websites offer a feedback section for customers. However, being able to
respond to these comments to gain a further understanding of what the product is like, could massively
increase customer satisfaction levels.
5. Discussion
The findings from this study provide strong evidence that customer satisfaction is influenced
massively by lifestyle, individual preferences, as well as website usability and capabilities. There have
been three major findings from the data collected and they have been narrowed down into the following
three sections.
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5.1. The Convenience of ‘Fast Moving Consumer Goods’
Firstly, the majority of participants expressed how time and convenience were the biggest
influences that made them shop online. Specifically, the participants gave many reasons for this, such as
traditional bricks and mortar stores trading times not fitting around their own work times, therefore
in today’s digital era were more motivated and influenced to shop online as purchases can be made
at anytime and anywhere. A further important finding was that due to store atmosphere, customer
service or layout, customers felt uneasy as constant service was offputting and limited the customer
experience due to feeling pressured. Today, we need to think about those customers who have different
personalities. Not everyone wants an interaction-based experience such as speaking to staff, waiting
in line or browsing items they do not need. Thus, a lot of customer lean towards shopping online as
they feel satisfaction is not something that is pressured as it is when being approached by members of
staff in store. However, what is interesting to note is that when males shopped in store, the data in
the findings recorded that they were never unsatisfied with their experience whereas females were,
thus, potentially creating the need for further research into the topic of whether females shopping
preferences are impacted by the fact that online stores such as Boohoo, Missguided and ASOS are
taking the competitive advantage of the retailing domain and e-satisfaction is taking over.
With the current climate of COVID-19, reflecting on R8’s comments about the need for an online
customer service channel is a major requirement for those who shop online. This is further supported
by R7’s comments who states that—‘Coming from China, we had a lot of retailers who enabled communication
based interactions online. This let us communicate with existing buyers on items we wanted to buy but
were hindered due to worries of quality or usability.’ Evidently, with the ever growing domain of online
commerce and also with the current pandemic and high street retail stores lacking customers, this would
appear to be the correct way to go about. This is a major finding that could potentially offer more
flexibility in the online shopping experience, it would expand upon existing customer convenience.
For example, as recorded by the Office for National Statistics (2020), 49% of workers reported working
at home in June 2020, with a further finding of 60% of the UK adult population currently working at
home to date, during the coronavirus lockdown (Office for National Statistics 2020; Lilly 2020). This has
resulted in 23.9 million British people who are working at home saving a combined £1.1 billion which
many are highly likely to spend online in shopping; thus, this finding of expanding online customer
service is crucial and the comments from respondents R3 and R7, alongside the fact that it is reported
26% of British people plan to continue to work from home permanently or occasionally after the global
pandemic, that this is a business need for retailing organisations such as Next which is going to notice
a large uplift in its online customers and in order to deliver the most exceptional service to retain
the customers.
To conclude, online shopping is accessible at any time, and it is the best solution to engage
customers to satisfy their needs by giving them their own shopping experience without being
interrupted. Thus, they can build their shopping around work, university, parenting and their whole
lifestyle. However, with the above findings and highlighting of the word convenience and current
climate of COVID-19, developing a functional online customer service platform where customers can
seek guidance, answers and also ask questions is absolutely necessary to allow for factors such as
convenience to remain and grow. While some retailers offer a telephone customer service, these lines
are shortly going to become clogged up and when working at home, there is minimal resource for
staff (Pohludka and Štverková 2019). Thus, developing a system managed in the working hours of
9am–9pm, similar to store opening times, is crucial for meeting the demand of the growing number of
online shoppers. Outside of these hours, Next needs to look at building a key word search for queries
which may be smaller and easy to handle by customers looking at a frequently asked questions (FAQ)
page, for example.
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5.2. Visualisation of Personal Preference
Based on the first point made above, another important factor and influencer of customer
satisfaction levels was trying clothes on. Customers dislike trying clothes on in store and this was
expressed by the majority of participants, for example participant R6, who had mobility issues,
or parents who brought their children as mentioned by R4—‘So, as you can tell I have 2 children . . .
Coming into a shop like this is really inconvenient’. Thus, there are many factors which influence customers
becoming unsatisfied with their experience in store and thus preferring shopping online, as noted in
research by many (Kim et al. 2018), as this experience is tailored more to their specific needs and it is
conveniently possible to shop at home without experiencing the above issues.
A method of overcoming this which was actually suggested by one participants would be to
design and introduce a virtual fitting room. This could be through 3D modelling or VR. Therefore,
this would allow customers to diversify the amount of product they can try on, with very little effort as
it does not require any physical activity—they would simply need to click and browse the website and
be able to tailor outfits to their own personal data and characteristics.
Furthermore, this is more convenient to allow people to build outfits quicker based on other
customers’ suggestions or previous purchases. This would also allow customers to browse multiple
items at once, without the effort of constantly changing. It is significant to note that disabled potential
customers have not been considered in this environment. Therefore, in the data visualisation, disabled
customer must be considered and it is highly necessary to build a database to present those with
physical disabilities the option to traditionally and virtually try on outfits too. Thus, the needs of every
consumer from a range of diverse body characteristics will be met, potentially increasing customer
satisfaction to a high level.
Additionally, with the current global climate of COVID-19, this portion of the shopping
experience—trying items before you buy—is a very topical area due to the fact that many retailers
have now closed their stores, limited the amount of customers in store and also closed fitting rooms for
trying on items before purchase. Thus, highlighting the importance of the findings in R4 and R6’s
comments and suggestions.
To this end, in order to further customer satisfaction levels when shopping online, having
recommendations based on previous purchases would a major step forward for Next, as this will
influence customer purchasing decisions and, as mentioned in the findings in Section 5.1., 23.9 million
British people are working at home, and have saved a combined £1.1 billion which increases the
likelihood of this being spent online. Thus, building an algorithm to suggest future purchases based on
prior shopping history is crucial to not only increase satisfaction levels but also the demand for income
Next as a business needs during COVID-19. This algorithm could be based on for example, a theme
or shopping behaviour, for example if a customer purchases a product from a range (i.e., furniture
with multiple items), they could receive suggestions in the future about the same range and adding to
their collection. Similarly, in terms of shopping behaviours if they are purchasing children’s clothing,
having future suggestions of new collections but also an algorithm taking into account child growth
and suggesting larger sizes for ‘convenience’, a key word mentioned by many, would be useful.
Furthermore, it is also crucial to mention that in terms of ethical considerations in regards to these
findings and suggestions, the safety of personal data of those shopping online is crucial. Customers
who utilise the potential future of online fitting rooms may want information about their weight, height
and, additionally, photographs, to be protected.
5.3. Interactive Technology for Diversified User Experience
Finally, like most other e-retailers, comment feedback sections really influence customer purchase
intentions. However, based on participant feedback it was noted that communicating with other
customers was a potential design direction that would increase customer satisfaction. For example,
by creating an account-based platform to allow potential customers to engage with existing customers
to gain feedback or opinions on products, this would allow customers to understand what the real
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product is like, as they could communicate with someone who has already purchased it. This is
an innovation that has already been evidenced and implemented by e-retailers such as Alibaba,
Taobao and Amazon, who are currently holding the competitive advantage in terms of online sales;
this was a finding in the comments made by R7: ‘Coming from China, we had a lot of retailers who enabled
communication based interactions online. This let us communicate with existing buyers on items we wanted
to buy but were hindered due to worries of quality or usability.’, furthermore, R7 went onto state how a
communication forum would increase satisfaction massively: ‘I would prefer if I could communicate, then I
would be more satisfied with what I am getting as I can kind of assess what I am getting before I get it, you know
what I mean?’.
Evidently, multiple participants have discussed the need for online communication when shopping
online, whether this is in the form of speaking to customer services or even other customers who have
purchased a product they are interested in. With the current global pandemic of COVID19, this is
something that needs addressed, allowing for customers to further expand on their experience of
omni-channel marketing.
Additionally, in regard to a specific participant who took part in this study, designing an interface
for those who cannot see is a potential research area that needs to be explored. This could be
through designing a tangible interface that allows visually impaired customers to browse more easily,
for example if Next’s website implemented voice notes on their website so that it could be navigated
easier by those who are sight-impaired. While already existing screen-reading and magnifying software
can make it easier for those visually impaired to browse online, there are still issues that some websites
may have. For example, when browsing a text box on a website, this can be read by the software
and then voiced out or translated to brail, however, when browsing an image there is no software
which enables the customer to see or feel it. Therefore, designing a tangible interface for those visually
impaired is a significant research area that needs to be investigated to make the use of online shopping
easier, again allowing for customer satisfaction to be increased as every single customer can shop
without limitation.
6. Conclusions, Recommendations and Future Research
In this research project, the authors outlined four key research objectives to be achieved
upon completion.
Firstly, in regards to the literature review the authors aimed to review and critique the literature
of omni-channel marketing and customer satisfaction in order to identify both theoretical and practical
knowledge. It was stated by Jara et al. (2018) that due to work commitments, childcare and other
time-consuming activities that online shopping is becoming the social norm for shopping. This was also
evidenced throughout the findings collected from the data of the questionnaires and semi-structured
interviews as numerous participants stated due to parenting, education and work schedules they
preferred shopping online as it was more ‘convenient’. Therefore the first objective was achieved upon
understanding how customer satisfaction is impacted by lifestyle and based on the literature review.
Secondly, when conducting the data collection phase, exploration of how customer perceive the
use of omni-channel retailing in Next and how their customer satisfaction could be met was explored.
This undoubtedly meeting the second research objective. In regards to the third objective, it was
apparent that identification of influential factors were discovered. This provided the research with
the hypothesis that customer satisfaction levels are impacted directly by factors such as parenting,
education, and work schedules. However, one of the most significant findings was that disability and
visual impairments have a major impact on customer satisfaction levels as it is often difficult for them
to shop online and in-store. This was missing and not highlighted in any literature reviewed or even
any existing literature and research in the field of e-business and customer satisfaction.
Thirdly, in regard to the fourth academic research objective, when referring back to the research
question of ‘What factors determine the way in which customer satisfaction is increased through
omni-channel marketing in retail?’, the factors in which currently influence customer behaviour
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and how customer satisfaction can be increased are through: 1. the convenience of ‘fast-moving
consumer goods’; 2. visualisation of personal preference; and 3. augmented technology for diversified
user experience.
Thus, leading onto the recommendations. Firstly, building a database that employs artificial
intelligence that allows customers to achieve a more individual and tailored shopping experience
is a potential recommendation for future research. This would be a relevant design direction that
would allow for the findings of this research be utilised and the online consumer to be more satisfied.
Additionally, a further recommendation would be how to collect the personal individual data of
customers, as this is a potential limitation; therefore, it is significant to highlight that the ethics of the
individual’s data is the issue thus far and how to increase customer satisfaction is limited due to this.
To conclude, this study has opened an opportunity for future research into the above three
factors which influence customer satisfaction and potential design insights in how to make customer
experience and customer purchase intentions more successful.
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